Abstract Political discourse often distinguishes "big" from "small" business, with the former cast as the insidious monolith of the present era and the latter as the virtuous incarnation of the average citizen's participation in the American dream. Throughout the nation, this abstract juxtaposition of big and small business takes concrete form in the emerging dominance of large-scale corporate retail chain stores over locally owned small retail businesses. While studies have analyzed the economic and civic impact of corporate "big-box" store development, social scientists have yet to address the basic public opinion question of whether residing in local areas where retail commerce is dominated by big-box corporations activates hostility among citizens toward business corporations. Drawing upon two national surveys combined with Census data, this article demonstrates that citizens' attitudes toward large corporate retailers, and business corporations more generally, are strongly linked to the vitality of small local retail business.
fewer than 10 employees constituted roughly 67 percent of all retail business establishments in the nation, they captured only about 18 percent of total sales within the retail trade sector as a whole. Further, beginning in the late 1990s, small businesses saw their share of GDP decline while large businesses experienced an increase (Kobe 2012) . These trends have sparked vigorous public discussions about the societal impact of big-box store development (Bianco and Zellner 2003; Irwin and Clark 2006) .
Despite its pervasiveness, we unfortunately know very little about how this changing retail landscape-and the controversies that come with it-impact public opinion. While significant controversy exists as to the local economic (Goetz and Swaminathan 2006; Artz and Stone 2012; Bonanno and Goetz 2012; Hicks, Keil, and Spector 2012; Drewianka and Johnson 2014) and civic (e.g., Humphries 2001; Hopkins 2004; Goetz and Rupasingha 2006; cf Carden, Courtemanche, and Meiners 2009 ) impacts of big-box store development, scholarship has yet to address the public opinion research question of whether citizens' attitudes toward corporate big-box establishments, as well as business corporations more generally, are systematically related to the size of the small vis-à-vis large retail business sector in the local area in which they reside.
Corporate Big-Box Store Development and Public Opinion
The size, geographic distribution, breadth of goods, and market dominance observed of contemporary big-box chain stores greatly exceeds that of their early 20th-century counterparts (e.g., J. C. Penney, the Great Atlantic & Pacific Tea Company). The existence of public apprehension toward chain store development, however, is not a recent phenomenon, and dates back to the 1920s, following the initial rise of chain stores (Ingram and Rao 2004; Schragger 2004) . Such apprehensions were summarized succinctly by Supreme Court Justice Louis Brandeis in his dissenting opinion in the case of Ligget v. Lee (1933) : "…the chain store, by furthering the concentration of wealth and of power and of promoting absentee ownership, is thwarting American ideals…is converting independent tradesmen into clerks, and…is sapping the resources, the vigor and the hope of smaller cities and towns." Interestingly, such concerns constitute the essence of contemporary arguments against present-day big-box stores (Quinn 2005; Mitchell 2007; Norman 2003 Norman , 2012 . In short, opponents of absentee-owned chain stores commonly argue that such stores pose the threat of displacing local businesses and undermining the political and economic independence of local communities. Indeed, contemporary research finds that the entry and prevalence of corporate chain stores is associated with declining sales and, consequently, job losses among local small businesses (Basker 2005; Dube, Lester, and Eidlin 2007; Neumark, Zhang, and Ciccarella 2008; Artz and Stone 2012; Bonanno and Goetz 2012; Drewianka and Johnson 2014) .
In theorizing the sources of contemporary public opinion toward corporate big-box stores, a central factor of interest is thus the status of independent small businesses in citizens' area of residence. In general, research finds that citizens view "small business" significantly more favorably than "big business," 1 and that citizens are "communotropic" (Mutz and Mondak 1997; Rogers and Tyszler 2012) in that their political attitudes and behavior are responsive to the actual or perceived economic health of their local economy. One hypothesis suggested by this work, as well as the concerns voiced by chain store opponents and the research supporting their case, is that citizens will hold more negative attitudes toward corporate big-box stores (e.g., Walmart, Home Depot) in areas where large retail firms, rather than small local businesses, dominate retail commerce. We label this the big-box dominance hypothesis (H1). Several possibilities exist for why citizens' attitudes may react to the mixture of small-to-large business in their local area, such as citizens' preference for working and/or shopping at small, compared to large, businesses. The mechanism suggested by this hypothesis is that antipathy toward corporate chain stores, hypothesized to be a response to the local paucity of small businesses and dominance of big-box corporations, is motivated by communotropic concerns about the vitality of "mom-and-pop" small business establishments.
Beyond shaping opinion toward big-box stores, a potentially important question is whether citizens' local retail business environment ultimately influences their attitudes toward "big business" and corporations in general. Research reveals that negative affect toward a member of a specific category can extend, or "spread," to related objects (Collins and Loftus 1975; Morris et al. 2003) , and that individuals use heuristics when evaluating objects, such as information available in memory or single examples that are salient (Kahneman and Tversky 1973; Hamill, Wilson, and Nisbett 1980) . This work suggests that citizens may draw upon their attitudes toward ubiquitous and visible corporate big-box stores as available information to inform their opinions toward corporations in general. Building upon the logic of our initial hypothesis, this would suggest that citizens' local retail context, by directly influencing attitudes toward big-box corporations, may indirectly shape attitudes toward business corporations in general. We label this the extended-backlash hypothesis (H2). Examining the effect of local retail environment upon 1. According to the 2013 Public Affairs Pulse Survey (http://pac.org/pulse/files/2013/2013_pub-lic_affairs_pulse_survey.pdf), 87 percent of Americans view "small business" favorably, compared to the 60 percent doing so for "major companies." More importantly, Pew Research Center polls conducted in March 2010 (http://www.people-press.org/2010/04/18/march-2010-trust-ingovernment-survey/) and February 2012 (http://www.people-press.org/2012/02/12/february-2012-political-survey/) reveal that the overwhelming majority of Americans (71 and 75 percent, respectively) view small business as having a positive effect on the country and little to no negative effects and large corporations as having a negative effect (64 and 57 percent, respectively) with little positive effects.
attitudes toward "corporations" is a worthwhile endeavor given the increasing salience and notoriety of business corporations within the American political landscape (Owens 2012; Bowman and Rugg 2013) . Such an analysis is also valuable given the potential political ramifications of public antipathy toward corporate entities, such as impacting spatial variation in "business policy climate" (Witko and Newmark 2005) , impacting elite discourse and support for business regulation, 2 and influencing internal corporate policy-making when translated into organized protest and boycotts (Smith 2001; Friedman 2004 ). Further, this company has been the target of recurrent local (Ingram, Yue, and Rao 2010) and nationwide protests (e.g., the 2012 Black Friday National Protest), was involved in a 2011 Supreme Court case (i.e., Wal-Mart v. Dukes) wherein the company was accused of gender discrimination in pay and promotion, and recently agreed to pay a large settlement to the US Department of Labor following a high-profile citation for workplace safety violations (Greenhouse 2013) .
Data and Measurement
one item soliciting opinions about the company Home Depot, which will be used in an ancillary analysis to assess the robustness of our results. To measure attitudes toward Walmart (/Home Depot), we rely upon an item contained in both surveys, which asked respondents: "Thinking about some major companies, is your overall opinion of Walmart (/Home Depot) very favorable, mostly favorable, mostly unfavorable, or very unfavorable?" From this item, we created a five-category ordinal variable for each company, labeled General Antipathy, which ranges from "Very favorable" (1) to "Very unfavorable" (5). In addition, the 2005 survey contained questions measuring respondents' beliefs regarding whether Walmart has had a good or bad effect on the country (Bad for Country) and is a good or bad place to work (Bad Place to Work). Additionally, we combined the three items concerning Walmart in the 2005 survey into a single Attitude Scale, coded to range from positive to negative overall views of Walmart.
5 To capture attitudes toward business corporations in general, we relied upon the following question included in both the 2005 and 2007 surveys: "Now thinking about some groups and organizations...Is your overall opinion of business corporations very favorable, mostly favorable, mostly unfavorable, or very unfavorable?" From this item, we created a five-category ordinal variable, labeled Antipathy toward Business Corporations, which ranges from "Very favorable" (1) to "Very unfavorable" (5). Aside from this common item, the 2005 survey contained one item about corporations (labeled Too Much Profit) and the 2007 survey contained two items (labeled Profit over People and Too Much Power) . Each of these items is coded so that high values indicate negative views toward business corporations.
The independent variable of interest in our analysis is % Large Retail Business, which measures the percent of all retail trade 6 establishments within a respondent's county that had five or more employees.
7 Establishments with one to four 5. Rather than creating a summative scale from these items, given their ordinal and dichotomous nature, we created a Bartlett factor score from these items derived from the first factor of a factor analysis utilizing the polychoric correlations between these three items. The results from a factor analysis performed on the polychoric correlations between these items revealed that only one factor attained an eigenvalue greater than 1 and that these items load highly on this single factor. We chose to use the Bartlett method for scoring each respondent on this latent factor because Bartlett scores have the advantage of being unbiased estimates of the true factor scores (DiStefano, Zhu, and Mindrila 2009). 6. This term includes, but is not limited to, establishments selling vehicles, auto parts, home furnishing and decorations, electronics and household appliances, building materials and hardware, groceries and alcoholic beverages, pharmacies and health and personal care products, clothing, and gasoline. 7. To obtain information about respondents' local retail environment, we matched county Federal Information Processing Standard (FIPS) code data provided for all survey respondents with 2005 County Business Patterns (CBP) data collected by the US Census Bureau. The CBP data contains county-level information for the number of businesses established by North American Industry Classification System (NAICS) code, as well as the number of establishments by industry broken down by the number of employees or "employment size-class."
employees meet the traditional concept of a mom-and-pop business, and are consistent with Hopkins (2004) and definitions provided in the business community, including the National Federation of Independent Businesses. 8 Thus, for the purposes of this study, we define as large businesses any retail operation whose number of employees surpasses that of a traditionally defined small business.
9
The variable % Large Retail Business is coded to range from counties in our data with the smallest large retail business sector (24.45 percent, Brooks Co., GA) to those with the largest large retail business sector (71.74 percent, Asotin Co., WA). Figure 1 presents At the individual level, all models include standard demographic and political controls, as well as controls for variables potentially related to attitudes toward big-box stores and business corporations, such as union membership, whether or not the respondent shops at Walmart, and small-business ownership (2007 survey only). For ease of interpretation, all variables were recoded to range from 0 to 1. For more information about question wording and variable measurement, see the appendix.
ANALYSIS
To test H1, the big-box dominance hypothesis, we regressed attitudes toward Walmart on % Large Retail Business plus controls. Given the hierarchical nature of the data, as well as the ordinal (General Antipathy), dichotomous (Bad for Nation, Bad Place to Work), and continuous (Attitude Scale) nature of our dependent variables, we estimated random-intercept ordered logistic, logistic, and linear regression models. To test H2, the extended-backlash 8. The NFIB is a leading small-business advocacy association, and defines small businesses in terms of employee size and gross sales. In terms of employee size, the NFIB states that 60 percent of its members have five or fewer employees. For more information, see http://www.nfib.com/about-nfib/. 9. We should note that in using an alternative measure, where large business is defined as having 10 or more employees, the results presented in the following sections remain intact (see table A1 in the appendix as an example). 10. This measure is a dummy variable coded "1" for whether a county has a retail business with 250 or more employees. While company data indicate that most big-box stores, such as Walmart, Home Depot, and Target, have on average 150-250 total employees per store, our results hold when using alternative numerical thresholds for defining our Mega-Store variable, such as coding the variable "1" for counties with retail businesses with 150 or more employees. hypothesis, we estimated two structural equation models (SEM). The model for the 2005 data simultaneously estimated the regression of (1) the Walmart Attitude Scale on % Large Retail Business and controls; and (2) attitudes toward business corporations on the Attitude Scale, % Large Retail Business, and controls. For the 2007 data, our SEM relies upon General Antipathy toward Walmart, as this is the sole measure available. These SEMs enable us to estimate the direct effect of % Large Retail Business on attitudes toward Walmart, the direct effect of attitudes toward Walmart on views toward business corporations, and the indirect effect of % Large Retail Business on views toward business corporations through its impact on attitudes toward Walmart.
Results

LARGE RETAIL BUSINESS SECTOR SIZE AND ATTITUDES TOWARD BIG-BOx STORES
The results from our test of H1 are presented in table 1. The positive and statistically significant coefficients for % Large Retail Business indicate that, compared to citizens residing in counties where small businesses constitute the majority of retail trade establishments, citizens residing in areas where larger firms dominate 
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retail commerce are significantly more likely to view Walmart unfavorably in general, and to perceive Walmart as bad for the country and a bad place to work, more specifically. In addition to being statistically significant, the effect sizes reported in the bottom row of the table reveal that the effects of local retail context are substantively meaningful, as going from minimum to maximum values of % Large Retail Business is associated with 20-percentage-point or more changes in the predicted probabilities of reporting negative attitudes toward Walmart. 12 Turning to the controls, the results indicate that liberals were significantly more likely than conservatives to hold negative attitudes toward Walmart, as were highly educated citizens and union members vis-à-vis their respective counterparts. Compared to whites, black respondents were significantly less likely to hold unfavorable attitudes toward Walmart. Finally, the results indicate that citizens who shop at Walmart, compared to those who do not, are much less negative toward the company. This last finding is noteworthy in that it suggests the heightened antipathy toward Walmart in counties with more large retail businesses is likely not due to greater consumer contact with Walmart amid a weaker small-business sector.
13 Additionally, the results presented in table 2 reveal that the effects observed for % Large Retail Business in table 1 hold when analyzing attitudes toward Home Depot. These effects, however, are marginally significant and are of a lower magnitude than those observed when analyzing sentiment toward Walmart; nevertheless, this analysis demonstrates that the attitudinal effects of the local retail environment extend beyond Walmart toward additional, highly visible big-box establishments.
In sum, as predicted by H1, the results presented in tables 1 and 2 demonstrate that, across various dependent variables and two separate surveys, and after controlling for a range of variables, citizens' attitudes toward two exemplar corporate mega-stores are significantly tied to the relative strength of small businesses vis-à-vis big-box stores in their local retail environment.
MEDIATED EFFECTS ON ATTITUDES TOWARD BUSINESS CORPORATIONS
What are the broader consequences of the results presented thus far? Figure 2 , panels A and B, displays the results from our SEMs 14 testing H2;
12. One issue meriting discussion is the potential problem of selection bias, in terms of both citizen residential selection and Walmart store location, inducing the relationship we observe between local retail context and attitudes. Given that extant research demonstrates that Walmart stores tend to be located in areas with favorable opinion climates (Ingram, Yue, and Rao 2010) and that citizens prefer to live in places consonant with their lifestyle and attitudinal preferences (Bishop 2009 ), the most defensible hypothesis grounded in selection processes would predict greater antipathy toward Walmart in areas with fewer (disliked) large firms. This prediction, however, is opposite from that which we predict, and one not supported by our data. 13. Indeed, results from an auxiliary regression model using the 2005 Pew Data indicate that % Large Retail Business exerted no effect on the probability of respondents' reporting having shopped at Walmart. 14. Given the dichotomous and ordinal nature of the items tapping attitudes toward business corporations, we used probit and ordered probit link functions for our SEMs and estimated parameters using mean-and variance-adjusted weighted least squares in the software package Mplus® (Muthén and Muthén 2007). Note.-Entries are unstandardized regression coefficients from random-intercept ordered logistic regression models estimated in the software package Stata®. Standard errors are in parentheses. Presented effect sizes are the calculated change in the probability of finding Home Depot "very unfavorable" or "mostly unfavorable" associated with a 0 to 1 change in % large retail business.
Source.-2005 Pew News Interest Index Survey and 2007 Pew Values Survey. † p < .10; *p < .05; ***p < .001; reported significance levels are based upon two-tailed hypothesis tests.
the presented path models make clear that the impact of citizens' retail environment on views toward a commonplace big-box store spill over onto attitudes toward "big business" and "corporations" in general. In each figure, solid paths depict direct effects and dashed paths depict indirect, or mediated, effects. For example, in panel A, we see from the solid paths that % Large Retail Business directly increases negative attitudes toward Walmart, and that an increase in negative attitudes toward Walmart directly increases the probability of viewing business corporations unfavorably and agreeing that they make too much profit. The dashed path at the top and bottom of the figure in Taken together, the results reveal that, rather than being confined to influencing attitudes toward commonplace and accessible big-box stores, citizens' local retail environment ultimately influences the tenor of their beliefs about business corporations as a general entity within the national political landscape.
15 When citizens reside in areas where large firms dominate retail commerce, the ultimate result is a pronounced degree of antipathy toward corporations at large. Conversely, among citizens residing in areas where their local frame of reference for "business" is a robust array of small momand-pop establishments, we find a significantly lower degree of hostility toward business corporations.
Conclusion
Corporations are regularly lambasted, by political elites and private citizens alike, for exerting undue influence upon the political economic landscape. The many heated debates that currently engross the American polity, especially those involving tax policy, job creation, and political donations, scarcely proceed without some mention of corporate influence and power. Despite their continued prominence within mainstream American political discourse, particularly since the onset of the Great Recession in 2008, public opinion toward corporations remains relatively under-studied. This study offers both an examination of how citizens' local retail environments shape their attitudes toward two specific big-box stores, as well as an account of public opinion 15. One possibility worth addressing is that attitudes toward Walmart and corporations in general are endogenous, such that general sentiment toward corporations shapes one's views toward locally visible firms, such as Walmart. When incorporated into our focus on the impact of retail context, such a possibility would suggest an alternative model, where retail context shapes attitudes toward corporations in general, which in turn influences attitudes toward specific companies like Walmart. Upon reestimating the SEM in panels A and B positioning attitudes toward corporations as mediating variables and those toward Walmart as the dependent variable, we find that retail context fails to exert a significant direct effect on attitudes toward business corporations; however, attitudes toward business corporations were found to directly influence attitudes toward Walmart. No significant indirect effects were observed in these alternative models. While these findings provide evidence suggesting reverse causation between attitudes toward Walmart and business corporations, our primary concern is to understand how retail context influences attitudes toward corporations in general, and the findings from these alternative SEMs indicate that to the extent retail context influences attitudes toward corporations, it is doing so indirectly through attitudes toward Walmart and the correlation of such attitudes with those toward corporations in general.
toward business corporations that demonstrates that citizens' attitudes toward corporations as a general entity are indirectly influenced by the ascendency of corporate big-box stores in citizens' own backyards.
As this study represents a first attempt at understanding how transformations of one's retail environment can impact attitudes toward corporate retail stores, as well as corporations more generally, ample opportunities exist for future research. The results of our study should naturally cause one to question how citizens' attitudes toward corporations, once formed, might translate into specific policy preferences (e.g., supporting raising corporate taxes) and/or conscious political activity (e.g., protesting the opening of bigbox stores).
Appendix. Variable Measurement and Question Wording from 2005 and 2007 Pew Surveys
EDUCATION
Respondents were asked: "What is the last grade or class that you completed in school?" (EDUC). Item has 7 response options, ranging from (1) "None, or grade 1-8" to (7) "Postgraduate training/professional schooling after college." RACE Dummy variables were created, and each coded "1" for African American, Asian, and Hispanic respondents. White and "other" respondents were left as the baseline category for comparison.
IDEOLOGY
Respondents were asked to describe their political views on the following scale (IDEO): "In general, would you describe your political views as...?" (1) "Very conservative," (2) "Conservative," (3) "Moderate," (4) "Liberal," and (5) "Very liberal." This item was reverse-coded to range from "Very liberal" to "Very conservative." Recoded 0 to 1 (1 = "Very conservative").
RELIGIOUS ATTENDANCE
Respondents were asked: "Aside from weddings and funerals, how often do you attend religious services...more than once a week, once a week, once or twice a month, a few times a year, seldom, or never?" (ATTEND). This item has 6 ordered response options, ranging from (1) "More than once a week" to (6) "Never." The variable constructed from this item was reverse-coded, to range from low to high religious attendance.
UNION MEMBERSHIP
Respondents were asked whether they and/or their spouse are members of a labor union (LABOR). This item is dichotomous, and coded "1" for those answering yes and "0" otherwise.
SMALL-BUSINESS OWNER
Respondents were asked whether or not they own a small business. We created a dummy variable coded "1" from this item for all respondents answering yes (Q29g).
BAD FOR COUNTRY
Respondents were asked: "Overall, do you think that Walmart has had a good or bad effect on the country?" (Q45). From this item, we created a dichotomous variable, labeled Bad for Country, with respondents perceiving Walmart as having a bad effect coded "1" (26.1 percent) and "0" otherwise. Respondents coded "0" were those perceiving a good effect (61.5 percent), as well as those reporting "Neither/no effect" or "Don't know" (12.4 percent). We should note that the results presented in our analysis do not change when those reporting "Neither/no effect" and "Don't know" are excluded from the analysis. 
